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Summary 
Heritage folk house stay is one of the experiential product offerings in heritage tourism 
industry. Much of the literature in tourism and hospitality is mainly focused on the functional quality 
such as price and service, while little work addresses the concept in the personal feeling and perception 
of the consumer, such as perceived authenticity which is an important factor in consumer decision 
making process. This study, therefore, aims to fill the knowledge gap using a consumer-based model 
that includes guests’ experience based on the experience economy theory (Pine and Gilmore, 2011) as 
an antecedent and guests’ behavioral intentions after their stay at such heritage fork house as a 
consequence of perceived authenticity.  
Gassho house stay as a tourism product offering in Shirakawa-go and Gokayama, Japan has 
received a lot of attentions from tourists, especially foreigners, who travel in Japan. World Heritage 
  
Convention declared both villages as UNESCO world heritage sites for their integrities in preserving 
the Gassho houses and the environment. Since then, the government has made several efforts to attract 
more tourists coming to both villages. Therefore, the purpose of this study is not just to contribute to 
academic research in tourism and marketing fields but also to provide insights for tourism developer 
to be more aware of heritage visitor’s experiences so that they could improve their service to get 
customer’s higher satisfaction and thus sustain the business. 
Data collection of this study was done using online and offline methods and fully conducted 
in English. For online method, potential respondents were people who posted pictures of Gassho house 
stay experience or wrote comment and review on social media platforms. To collect the data using 
offline method, the researcher stayed at Gassho house in Ainokura and visited Ogimachi by day trips 
for three days. From both methods, seventy questionnaire responses were collected. 
For data analysis, exploratory factor analysis (EFA) method was used to determine the 
relationships strength between the measurement items in independent variables and latent variables. 
Then, structural equation model (SEM) method was conducted to identify structural relationships 
among four realms of experiences, perceived authenticity, and behavioral intentions.  
This study finds that intrapersonal and interpersonal authenticities were divided into two 
different constructs although they are grouped together in existential authenticity. Contrary to 
existential intrapersonal authenticity which has a significant effect on behavioral intentions, 
interpersonal authenticity does not have significant effect on behavioral intentions. This finding 
implies that personal feeling of ‘being’ is more important matter than the relationship with other people 
in predicting behavioral intentions of Gassho house guests.  
Findings indicate that constructive authenticity and existential intrapersonal authenticity were 
strong predictors of guest behavioral intentions. Furthermore, the study demonstrates the guests’ 
perceived constructive authenticity are closely related to entertainment and educational experiences 
while perceived existential intrapersonal authenticity was influenced by entertainment, escapist, and 
esthetic experiences. 
 
  
This study has also found that entertainment experience has a significant influence on all of 
the authenticity constructs followed by educational experience while escapist and esthetic experiences 
are not so impactful. This implied that in Gassho house stay, the guests are more engaged with the 
experiences that in the absorption dimension than that in immersion dimension. 
 
Keywords: experience; authenticity; perceived authenticity; behavioral intentions; heritage tourism; 
gassho house, Shirakawa-go, Gokayama 
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1. INTRODUCTION 
 
Heritage tourism as part of cultural tourism has become one popular form of tourism. Heritage 
tourism has the potential to enrich appreciation of the past and to forge stronger links between past, 
present, and future (Nuryanti, 1996). To maximize the development of heritage resources, heritage 
tourism developer has to consider the balance between a product-led development of heritage 
attractions that emphasizes exhibits and education and a more visitor-oriented development that 
emphasizes consumer preferences and quality of personal experience (Apostolakis and Jaffry, 2005).  
According to Pine and Gilmore (2011), goods and services are no longer enough to stimulate 
economic growth and the staging of experiences is one effort to form a distinct output from 
undifferentiated products in the market. Successful companies in most industries from retail to 
hospitality are doing more efforts to deliver experiences to attract more customers. Therefore, 
marketers are competing to create unconventional shopping experiences that could boost product 
awareness that leads to product purchasing.  
One example, in the retail industry, Apple store has successfully elaborated a new kind of 
store experience that provides not just a shop for Apple product itself but also entertainment and 
educational services such as ‘Today at Apple’ program. In food and beverage industry, Starbucks 
excels in the market with its business model that offers distinctive five-senses-experience in 
purchasing commodity products, coffee bean. In the hospitality industry, hotels managers are 
improving the product by seamless and personalized guest experience to differentiate themselves from 
other accommodation services.  
Daily Telegraph (2017) mentioned about new products in the hospitality industry such as eco-
friendly accommodation and ‘transformational travel’ experience which empowers customers to be 
more engaged in the local community and in conservation efforts in an attempt to transform their lives. 
With this changing customer behavior and trends, it is very important to study further about customer 
experience as an endeavor to understand experiential marketing and create new values. 
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Pine and Gilmore (2007) argued that authenticity is closely related to experiences in many 
kinds of industries practices. In the modern world, consumer’s perceived authenticity of a product 
offering is one important factor in consumer’s decision-making process. Therefore, following Pine & 
Gilmore’s statement “management of the customer perception of authenticity becomes the primary 
source of the competitive advantage-the new business imperative”, organizations must excel at 
rendering authenticity to stay in a competitive edge. 
In the tourism industry, especially heritage tourism, the authenticity of experience affects 
customer satisfaction and behavioral intentions. Cho (2012) explored the significant relationship 
between tourist motivation, perceptions of authenticity, and customer satisfaction in a Korean 
traditional folk village. The study identified that “authenticity in tourism is perceived through direct 
tourism experience, and authenticity is more important in cultural tourism than in other types of 
tourism”.  
Gassho-zukuri style house (hereafter, Gassho house) heritage folk house accommodation 
service in Shirakawa-go and Gokayama in Japan is an example of non-traditional forms of tourism in 
the form of accommodation service that is a combination of product-led and visitor-oriented 
development. The houses are located in Ogimachi, Shirakawa-go, and Ainokura, Gokayama that were 
declared as UNESCO world heritage site in 1995 together with Suganuma village. Some of the Gassho 
houses were built more than 250 years ago and the accommodation services are run by local people. 
The visitors may experience the culture through seeing, using, and interacting in the heritage building. 
Therefore, staying in this kind of accommodation could offer an authentic cultural experience for 
visitors in Shirakawa-go and Gokayama.  
According to World Heritage Convention (hereafter, WHC), United Nations Educational, 
Scientific, and Cultural Organization (UNESCO), Ogimachi and Ainokura have integrity and 
authenticity in the perspective of design and substance that attracts the customers. They were 
“outstanding examples of a traditional way of life perfectly adapted to the environment and people’s 
social and economic circumstances”. Besides heritage folk house, natural landscape that is dominated 
by mountains and river surround this area is picturesque. However, according to 2017 statistics data 
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from Shirakawa Village Office, 95% of total visitors in Shirakawa-go only did day trips and did not 
stay overnight. 
The purpose of this study is, therefore, to investigate the authenticity value that visitors place 
on heritage tourism and how such values are connected to their experiences and future behaviors. More 
specifically, this research attempts to answer two questions: First, how guest experiences affect 
perceived authenticity? Second, which kind of authenticity impact more on positive behavioral 
intentions? A better understanding of these relationships could provide insights for tourism developer 
to be more aware of heritage visitor’s experiences and improve their service to get customer’s higher 
satisfaction and thus sustain the business. 
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2. KOMINKA MARKET IN JAPAN 
 
2.1.  Background and Location of Gassho Houses 
 
Japan’s Ministry of Agriculture has begun to attract inbound travelers by promoting 
minshuku-stay (staying at Japanese-style-bed-and-breakfast-inns) in the rural area as one effort to 
revitalize regional economies. With this ‘Authentic Japan’ product offering, travelers can experience 
Japanese traditional culture and have interaction with local people (www.maff.go.jp). Furthermore, 
the government-affiliated Development Bank of Japan reported that foreign travelers have high 
interests in kominka, the kind of heritage traditional-style wooden house with thatched roof.  
In a 2015 report, the estimated economic impact of the stays in kominka was worth 38 billion 
JPY or around 325 million USD. (The Japan Times, 2017) Thus, staying in this kind of heritage folk 
house accommodation could support Japanese government target to boost the inbound tourists to 40 
million in 2020. Besides adding positive economic impacts, heritage building as an important resource 
for cultural tourism helps to communicate local cultural identity to visitors, to balance the influence 
of modernization culture and to meet the needs for authenticity from the visitors (Wang, 1997).  
Ogimachi is located in Shirakawa village, Ōno District of Gifu Prefecture, Chubu region while 
Ainokura is located in Gokayama village, Higashitonami District of Toyama Prefecture (Figure 1 and 
2). The villages are famous for the Gassho-zukuri houses, the traditional architectural style with 
steeply slanting thatched roof that was mostly constructed between the end of Edo period and the end 
of the Meiji period. Shirakawa-go and Gokayama are located in the areas with mountainous terrain 
which does not have vast flatland area to grow rice. This is one of the causes of the agricultural 
production shortage in both places.  
During the Meiji era (1868-1912), transformation towards modernity and industrialization 
caused the shifting cultivation that led to low agricultural productivity in Shirakawa-go. Furthermore, 
one of the challenges of local economic development in those two villages is de-population that is 
mainly caused by lifestyle changes that motivate people who lived in the rural area to move to the 
urban area (Saito, Hidetoshi and Inaba, Nobuko, 1996). As a result, to support the local economy, the 
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local government encourages the Gassho houses to be functioned as minshuku that provides local 
hospitality which gives an authentic experience of traditional past of rural Japan (Singh, 2017). 
 
 
Source: Saito and Inaba (1996) 
Figure 1. Location of Ogimachi, Ainokura, and Suganuma 
 
 
 
Source: Saito and Inaba (1996) 
Figure 2. Detailed Map of Ogimachi, Ainokura, and Suganuma 
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2.2.  World Heritage and Authenticity 
 
WHC declared Shirakawa-go and Gokayama as UNESCO world heritage site for their 
integrities in preserving the Gassho houses and the environment at their original locations which allow 
the villages to maintain their appearances and characters. Authenticity is also an important determinant 
for the evaluation. According to UNESCO, both Shirakawa-go and Gokayama are “important 
historical evidence in and of themselves” and considered as places which have high authenticity from 
the setting, function, and traditional management systems perspectives. Furthermore, the Gassho 
houses retain their authenticity in design and materials. They have passed the several criteria for World 
Heritage List evaluation in the case of Shirakawa-go and Gokayama region (United Nations 
Educational, Scientific, and Cultural Organization, WHC): 
“- The Historic Villages of Shirakawa-go and Gokayama are outstanding examples of 
traditional human settlements that are perfectly adapted to their environment and their 
social and economic raison d’etre. 
-    It is of considerable significance that the social structure of these villages, of which their 
layouts are the material manifestation, has survived despite the drastic economic changes 
in Japan since 1950. As a result, they preserve both the spiritual and the material evidence 
of their long history” 
WHC evaluates authenticity with object-based perspective. However, in heritage tourism 
industry, authenticity is not seen only from the authenticity of an object in the context of museum-
linked usage. Authenticity from customer’s experience point of view is also important to attract and 
gain loyalty from customers. MacCannell (1973) argued about the concern of modern tourists of the 
inauthenticity of their modern lives, and the searching for the authenticity in the 'backstage' area which 
conveys intimate and ‘real’ interaction between ‘performers’ and ‘audience’.  
In Shirakawa-go and Gokayama heritage folk house accommodation, this sheer authenticity 
could be achieved by seeing the real daily life of the natives. However, in many heritage places, visitors 
7 
 
are faced with ‘staged authenticity’ or a ‘tourist setting’ that is developed by the tourism developers 
to sell the authenticity hype to the market.  
From the perspective of a constructivist, people might consider the staged-service as authentic 
product offering regardless of the originality of the product itself. Responding to this issue, this study 
put importance on guest’s perceived authenticity of the Gassho house stay experience as an antecedent 
of guests’ behavior. Further explanation about authenticities will be described in the next section. 
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3. LITERATURE REVIEW 
 
3.1. The Experience Economy Theory 
 
Chen and Chen (2010) argued that heritage tourism is viewed as an experiential consumption, 
in which perceived quality of the visitors is more related to the experience during the visit than the 
services provided by the heritage managers. Fick and Ritchie (1991) stated that the widely applied 
“service quality model” or SERVQUAL by Parasuraman et. al. (1985, 1988) in service industry does 
not sufficiently measure overall quality assessment of service experience from affective and holistic 
factors because of the practical approach that mainly based on technical and functional factors, 
disregarding the subjective perspective from the consumer in the measurement. Thus, experience 
quality measurement is an essential supplement for SERVQUAL model (Chen and Chen, 2010).  
Experience implies a transformation from void to specific idea through direct involvement with one 
matter and is consisted of two fundamental parts: model as the ideal representation of a life aspect, and 
influence, the belief or feeling that is modified based on the model (MacCannel, 2013).  
In other study, Pine and Gilmore (2011) highlighted the importance of selling experience to 
consumers in order to differentiate offerings. In the context of economic value, they argued that 
experience is at highest position for differentiation in competitive position axis and premium in pricing 
axis. On the other hand, commodities are the most undifferentiated offerings, hence, the pricing is 
limited to the market price. Commodities could be considered as a ‘nightmare’ for some companies 
that try to differentiate their offerings. Some innovative companies are trying to distinguish themselves 
by going beyond performing the function and adding experience as valuable distinctions into their 
offerings.  
Experience exists whenever there is an intentional engagement between the customers and 
the companies that make a connection in a personal and memorable way (Pine & Gilmore, 2011). The 
company or the experience stager has to realize that experience is personal; different people have 
different experience even though they use the same product or get the same service. As shown in 
Figure 3, to better understand the customer experience, Pine and Gilmore (2011) divided tourist 
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experiences into four realms based on the level of guest participation (active and passive) and 
connection or environmental relationship that unites customers with the activities (absorption and 
immersion).  
As for the participation dimension, active experiences include educational and escapist 
experiences while passive experiences include esthetic and entertainment experiences. Active 
participants are people who directly affect or influence the performance such as musicians who 
participate directly in their experience making. On the other hand, passive participants are the audience 
of the music performance. In the connection dimension, entertainment and educational experiences 
are included in the absorption while esthetic and escapist experiences are in immersion category. To 
explain more detailed about this connection dimension, Pine and Gilmore used the term of “experience 
‘goes into’ guests” for absorption and “guests ‘go into’ experience” for immersion. These four 
categories can be encountered in various industries, from retail to travel industries. 
 
 
 
 
 
 
 
 
 
 
 
 
Four experience realms from the experience economy theory are applicable for the case of 
staying at heritage folk house. This kind of accommodation service in Shirakawa-go and Gokayama 
Entertainment Educational
Esthetic Escapist
Passive Active 
Immerse 
Absorb 
Source: Pine & Gilmore, 2011, p.46. 
Figure 3. Experience Realms 
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enables guests to immerse themselves in the old village environment and actively involved in the 
heritage experience by learning about building history and daily activities of local people. 
There are many studies about tourist experience in tourism industry. Most of the studies about 
the tourist experience are related to the perceived value of functional and emotional values. For 
example, Song et al. (2015) conducted research about the influence of tourist experience based on the 
experience economy theory, functional and emotional value, and tourist satisfaction in temple stays 
case. Chen and Chen (2010) tested the relationship between experience quality, perceived value, 
satisfaction, and behavioral intentions for heritage tourists. Kang, Lee and Lee (2016) examined the 
cultural worldview and tourist experience in a case of traditional house stay in South Korea. Lee, Yoon, 
and Lee (2007) investigated the relationships among functional and emotional values, satisfaction, and 
recommendations using case of the Korean demilitarized zone. Wu and Li (2017) studied experiential 
quality in the context of interaction quality, physical environment quality, outcome quality, and access 
quality related to perceived value, heritage image, experiential satisfaction, and behavioral intentions 
for heritage tourists.  
In heritage tourism context, providing authenticity is one key success factor for industry 
sustainability. However, so far no research has studied tourist experience related to authenticity using 
experience economy theory approach. Therefore, this research focuses on the assessment of tourist 
experience and perceived authenticity from the tourist perspective, both as antecedents of behavioral 
intentions. In the next section, we will review the existing research on the perceived authenticity. 
 
3.2. Perceived Authenticity 
3.2.1. Authentic experiences in tourism 
 
Perceived value concept has been widely discussed in general context (Zeithaml, 1988; 
Sweeney and Soutar, 2001) and in tourism context (Teoman, 2002; He and Song, 2009; Zabkar et al., 
2010; Jamal et al., 2011; Bajs, 2015; Chang et al. 2014; Wu and Li, 2017). Zeithaml (1988) defined 
perceived value as “consumer’s overall assessment of the utility of a product based on perceptions of 
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what is received and what is given…. value represents a tradeoff of the salient give and get 
components”.  
Although prior research on perceived value found that it is closely related to utilitarian or 
functional value, Sweeney and Soutar (2001) argued that there would be many other multi-dimensional 
constructs that has correlation with customer’s perceived value. In the context of heritage tourism, 
perceived authenticity as one dimension of perceived value of the destination experience plays an 
important role for visitor’s behavioral intentions (Pine and Gilmore, 2007). 
Sharpley (1994, p.130) described authenticity as a reflection of ‘traditional culture and origin, 
a sense of the genuine, the real or the unique”. From industry to industry, the authenticity of experience 
is important for businesses as one of the four successive consumer sensibilities that creates 
differentiation besides availability, cost, and the service quality (Pine and Gilmore, 2007, p.5). In the 
tourism industry, perceived authenticity is a consequence of tourist’ experience with a certain object 
and could be an antecedent of tourist behavior (Kolar and Zabkar, 2010). 
In sociology context, MacCannel (2013) put importance on Goffman’s approach about 
authenticity creation through interactions between hosts and guests in back region, which is the 
location for the host to prepare the performance, not in the front region, where hosts and guests meet 
in a condition with a certain social structure. The explanation about this theory is that back region 
generates a sense of intimacy and reality about hosts from guest’s perspective. In back region, guests 
could have experience of being one of the hosts because they share the back region together. Therefore, 
guests perceived it as a real, authentic matter, not a staged one.  
There are six stages regarding the Goffman’s front-back region distinction: Stage one is  front 
region or the show location; Stage two is decorated-front-region to create atmosphere of back region; 
Stage three is front region that is organized as a simulation of back region; Stage four is back region 
that open to outsiders and reveal hidden or private things; Stage five is back region that may be 
conditioned for tourists’ convenience; and Stage six is “the kind of social space that motivates touristic 
consciousness” (p.102).  
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This front-back region approach is applicable in the Gassho house stay case. By staying at 
Gassho house, guests could get back-stage or behind the scene experience of the daily life of hosts as 
the local people. Thus, by studying further about the perceived authenticity of guests about their stays 
at the Gassho house, we could see whether the Gassho house stay experiences deliver the expected 
authenticity value for guests. 
 
3.2.2. Existential vs. constructive authenticity 
 
Authenticity is a universal value that could be the driving force for tourist to travel 
(MacCannell, 1973). The searching for authentic experiences is becoming a trend in tourism and 
important for the tourism industry, especially heritage tourism. According to Wang (1999), 
authenticity is relevant to history or culture tourism in a way that those kinds of tourism involve the 
representation of the past. Moreover, Sharpley (1994, p.130) describes authenticity as a matter that 
“connotes traditional culture and origin, a sense of the genuine, the real or the unique.” 
There are two separate issues in tourism industry regarding the authenticity: the authenticity 
of the tourist experiences and the authenticity of the toured objects. Furthermore, Wang (1999) 
classified authenticity in tourist experiences into three types: objective, constructive, and existential 
authenticity. The definitions of those three authenticities (Wang, 1999, p.352) are explained in the 
quoted table (Table.1). 
  The primary distinction between object-related authenticity and activity-related authenticity 
is perceived value of the object and experience from customer point-of-view. Objective and 
constructive authenticities put importance on the authenticity of toured objects or museum-linked 
usage of the objects while existential authenticity emphasizes on ‘personal or inter-subjective feelings 
activated by the liminal process of tourist activities’ (Wang, 1999, p.351). People feel authentic 
because they are engaging in non-ordinary activities, regardless of the authenticity of the toured objects.  
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Table 1. Three types of authenticity in tourist experiences 
Object-Related Authenticity in Tourism Activity-Related Authenticity in Tourism 
Objective authenticity refers to the 
authenticity of originals. Correspondingly, 
authentic experiences in tourism are 
equated to an epistemological experience 
(i.e., cognition) of the authenticity of 
originals. 
Existential authenticity refers to a potential 
existential state of ‘being’ that is to be 
activated by tourist activities. 
Correspondingly, authentic experiences in 
tourism are to achieve this activated 
existential state of ‘being’ within the 
liminal process of tourism. Existential 
authenticity can have nothing to do with 
the authenticity of toured objects. 
Constructive authenticity refers to the 
authenticity projected onto toured objects 
by tourists or tourism producers in terms of 
their imagery, expectations, preferences, 
beliefs, powers, etc. There are various 
versions of authenticities regarding the 
same objects. Correspondingly, authentic 
experiences in tourism and the authenticity 
of toured objects are constitutive of one 
another. In this sense, the authenticity of 
toured objects is in fact symbolic 
authenticity. 
 
 
Source: Wang (1999, p.352). 
   
MacCannell (2013) argued that in the era of mass tourism and commoditization of culture, 
authenticity of tourist experience is important to satisfy customer’s needs. He described that 
authenticity has two different senses: authenticity as a feeling and as a knowledge and raised concern 
about “staged authenticity” which is closely related to the originality of an object. Bruner (1994) 
defined authenticity in four different meanings. First, authenticity as a credible representation of 
original object or reference to “historical verisimilitude”. Second, authenticity means the accuracy of 
genuine historical simulation. Third, authenticity as the original object which not allows any 
reproduction. Lastly, authenticity as a term that refers to authority which legally confirms the 
authenticity of an object such as government affiliation. 
Wang (1999) outlined MacCannel’s approach as a conception of objective authenticity in 
which “touristic search for authentic experiences is no more than an epistemological experience of 
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toured objects which are found to be authentic”. Furthermore, Wang emphasized that the researchers 
should look authenticity in a wider spectrum which instigated the discussion about constructivism 
perspective. 
In ontological context, Schwandt (1994) argued that constructivist put importance on the 
process of interpretation, understanding, creation, negotiation, and modification of social reality. Thus, 
our objective knowledge and truth is a matter of perspective. In radical constructivism, Ernst von 
Glasersfeld (1989) claimed that ‘we cannot know such a thing as an independent, objective world that 
stands apart from our experience of it…’. In addition, Glasersfeld (1989,p. 162) pointed out two 
important points: first, “knowledge is not passively received but actively built up by the cognizing 
subject”; second, “the function of cognition is adaptive and serves the organization of the experiential 
world, not the discovery of ontological reality”. Furthermore, quoting Bruner (1986): “there is no 
unique real world that preexists and is independent of human mental activity and human symbolic 
language”, Wang (1999, pp. 354-355) concluded that from a constructivist perspective, reality is 
constructed from our interpretations and there is “no absolute and static original or origin on which 
the absolute authenticity of originals relies”. Thus, in constructivism, the evaluation of authenticity is 
pluralistic, relative to each tourists who have different definition, interpretation, cultural belief, and 
background. Therefore, although tourists are in quest of authenticity searching, they pursue symbolic 
(constructive) authenticity as a result of social construction, not objective authenticity (Culler, 1981). 
This study followed constructivist approach in the object-related authenticity category for 
perceived authenticity evaluation because although the Gassho houses are preserved and considered 
as a heritage building, the buildings have been modernized in some ways, such as the renovation of 
the kitchens and the bathrooms. Thus, constructivist approach is appropriate to be applied in Gassho 
house stay experience in which it involves the originality of Gassho house that has been modified but 
is still perceived as an authentic object. 
 
 
15 
 
3.2.3. Existential authenticity and its reality 
 
Cohen (1995) stated that authenticity of the original has less impact on postmodern tourists 
who are looking for ‘aesthetic enjoyment on surfaces’. Brown (1996) justified Cohen’s statement by 
saying that ‘many tourists today are in search of inauthenticity’ in the context of the convenience of 
having the experience. Pine and Gilmore (2011) supported this by stating that ‘there’s no such thing 
as an artificial experience. Every experience created within the individual is real, whether the stimuli 
be natural or artificial’. Hence, Wang (1999) argued that post-modern tourist tends to emphasize on 
existential authenticity.  
Selwyn (1996) divided authenticity into two kinds: ‘hot authenticity’ and ‘cool authenticity’. 
‘Hot authenticity’ refers to the myth of authentic self which is the similar understanding of existential 
authenticity. Different than object-related authenticity (objective authenticity and constructive 
authenticity), existential authenticity sometimes is not related to the reality of the toured object (Wang, 
1999).  
Wang (1999) put importance on existential authenticity since it allows a tourist place that has 
inauthentic tourist object to have the experience authenticity. Existential authenticity is ‘justifiable 
alternative source for authentic experiences in tourism’. Furthermore, Wang divided existential 
authenticity into intrapersonal dimension such as relaxation and relationship experiences, and 
interpersonal dimension. Intrapersonal authenticity involves ‘bodily feelings’, ‘self-making’ (or ‘self-
identity’), ‘family ties’, and ‘touristic communitas’.  The important relationship between object-based 
authenticity and existential authenticity is as follow: “Tourists are not merely searching for the 
authenticity of the Other. They also search for the authenticity of, and between themselves. The toured 
objects or tourism can be just a means or medium by which tourists are called together, and then, an 
authentic interpersonal relationship between themselves is experienced subsequently” (Wang, 1991, 
p. 364).  
Wang (1999, p.360) stated that a justification of existential authenticity that emphasizes on 
the meaning of ‘one is true to oneself’ cannot be made in the epistemological issue because one cannot 
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judge about oneself whether he/she is ‘being true or false’.  Instead, ‘one can make sense of the quest 
for authentic self only in terms of the ideal of authenticity arising within modern societies’. In the 
search of ‘authentic self, one must have a balance of reason and emotion as parts of one’s Being’.   
In conclusion, the experience of staying at heritage folk house in Ogimachi, Shirakawa-go 
and Ainokura, Gokayama provides both constructive and existential authenticities. The preserved 
heritage buildings and natural surroundings still resemble the historical value and the charming 
atmosphere stimulates the ‘awakening’ self for tourists. An enhanced understanding of the correlation 
among tourists’ experiences (4Es), constructive authenticity, and existential authenticity would give 
insights for heritage tourism managers and organizations to know which of these evaluation measures 
impact the most on tourist’s behavioral intentions. 
 
3.3. Behavioral Intentions after Visit 
One of the goals in the tourism industry is to provide satisfying experiences that visitors 
perceive to be good value. Hence, the probability of visitors to revisit or recommend about a place will 
increase (Baker and Crompton, 2000; Lee, Petrick, and Crompton, 2007). In a study about experiential 
quality and behavioral intentions for heritage tourists, Chen and Chen (2010) revealed the effects of 
experience quality on behavioral intentions with perceived value and satisfaction as mediators. Other 
scholars who studied behavioral consequences of service quality, Zeithaml, Berry, and Parasuraman 
(1996) concluded that tourists’ perceptions positively affect intended behavior. They developed 13 
behavioral intentions measurement items that were grouped into five dimensions: loyalty to the 
company, propensity to switch, willingness to pay more, external response to a problem, and internal 
response to a problem. Among these five dimensions, loyalty and willingness to pay more had the 
highest factor scores.  
There are prior research in marketing especially in tourism fields that studied the relationship 
between perceived authenticity and satisfaction (Cho, 2012; Nguyen and Cheung, 2016) or satisfaction 
and behavioral intentions (Baker and Crompton, 2000; Chen and Tsai, 2007; Hui, et al., 2007; Lee et 
al., 2007; Zabkar et al., 2010; Pena et al., 2012; Bajs, 2015; Wu and Li, 2017) but only a few discussed 
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about perceived authenticity as a direct antecedent of behavioral intentions (Kolar and Zabkar, 2010; 
Yi et al., 2017). 
In a study of cultural motivation, object-based authenticity, existential authenticity, and 
loyalty of tourists in Romanesque heritage sites, Kolar and Zabkar (2010) stated that object-based 
authenticity and existential authenticity were significant factors that influenced loyalty. This finding 
confirms the impact of perceived authenticity to loyalty as one of the favorable behavioral intentions. 
As a limitation, in their study, they did not separate the existential authenticities into intrapersonal and 
interpersonal constructs. Yi et al. (2017) further analyzed the constructs of authenticity based on this 
gap by exploring the relationship between the authenticity of heritage sites and destination loyalty. 
This study adapts from Zeithaml et al’s (1996) measurement of favorable behavioral intention 
to analyze the relationship with perceived authenticity. In this study, behavioral intentions are 
manifested in two contexts:  in specific object (place) context and in similar product offering context. 
For the specific object, we could see tourist’s favorable behavioral intentions for the experience of 
staying in Gassho house, while for the similar product offering, behavioral intention is the willingness 
to stay at heritage folk house in other places. Analyzing the relationship of authenticity to these two 
contexts favorable behavioral intentions could give a richer result for the research. 
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4. THEORETICAL MODEL AND HYPOTHESES 
 
4.1. Theoretical Model 
In order to address the research question, we hypothesize a conceptual model and test it 
empirically with the data collected from tourists. Our proposed model is shown in Figure 4.  This study 
explores the relationships between experiences, perceived authenticity in the context of heritage 
tourism. We will discuss the hypotheses in the following. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4.2.Experiences and Perceived Authenticity  
Pasuraman’s approach in service quality model is by comparing the discrepancy between 
consumers’ perceptions of an offered service and their expectations (Parasuraman et.al., 1988). 
However, Pine and Gilmore used a different approach for their experience economy study. Experience 
is evaluated through customers’ on-going or post-experience with a minor intervention of their 
expectations to reduce ambiguous of multidimensional definitions in the Expectancy Disconfirmation 
Theory (Oh, 2001; Oh, Fiore, and Jeoung, 2007).  
Entertainment 
Experience 
(ENT) 
Educational 
Experience 
(EDU) 
 
Escapist 
Experience 
(ESC) 
 
Esthetic 
Experience 
(EST) 
 
Constructive 
Authenticity 
(CON) 
Intrapersonal 
Authenticity 
(EIA) 
Interpersonal 
Authenticity 
(EIR) 
Existential 
Authenticity (EXS) 
Behavioral 
Intentions 
(BEH) 
H1a 
H1b-1 
H2a 
H2b-1 
H3a 
H3b-1 
H4a 
H4b-1 
H5 
H6a 
H1b-2 
H2b-2 
H3b-2 
H4b-2 
H6b 
Figure 4. Proposed Research Model 
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This study follows Pine and Gilmore’s approach (Pine and Gilmore, 2011: 53) that 
differentiated four experiences by the guests’ purposes for each experience. As shown in Figure 3 
previously, we will use four categories of experiences in this study; entertainment, educational, 
escapist, and esthetic. They argued that ‘Guests partaking of an educational experience may want to 
learn, of an escapist experience want to go and do, of an entertainment experience want to enjoy, those 
partaking of an esthetic experience just want to be.’ 
Perceived authenticity is an output of tourist’s experience. In this study, we define perceived 
authenticity along two dimensions, constructive and existential authenticity. Furthermore, we divide 
existential authenticity into two types, intrapersonal and interpersonal authenticity.  Wang (1999) 
emphasized that constructive authenticity is in object-based authenticity category while existential 
authenticity, including intrapersonal and interpersonal dimensions, is included in activity-based 
authenticity. This implies that tourist experiences are highly correlated with existential authenticity in 
the context of experiences that are stimulated from the activities.  
In the study about the relationship between architectural heritage - traditional customs - folk 
culture authenticity and intrapersonal authenticity - interpersonal authenticity in heritage site, Kaiping 
watchtowers in China, Yi et al. (2017) argued that the authenticity of toured heritage sites and 
environment is irrelevant to existential authenticity and intrapersonal authenticity could be a 
significant predictor for destination loyalty.  In the wider perspective, tourist experience could affect 
both of existential authenticity and constructive authenticity. Constructive authenticity is in fact a 
symbolic authenticity which is shaped by the originality of the museum-linked objects itself combined 
with the imagery, expectations, and the settings of the toured objects (Wang, 1999: 352).  
In a consumer-based approach, authenticity is treated as an evaluative judgment that has 
relevance to a certain object (Kolar and Zabkar, 2010). In a study about cultural motivation, 
authenticity and loyalty, they explained the differences between two authenticity types (object-based 
authenticity and existential authenticity) and a concept of authenticity (input/ drive and output/ 
experience).  From the explanation below (Kolar and Zabkar 2010: 655), it could be inferred that 
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education experience has a high correlation with constructive authenticity. Also, escapist experience 
is strongly related to existential authenticity.  
“Object-based Authenticity’s input/drive: desire to visit and see original sites.  
Object-based Authenticity’s output/experience: Experience, knowledge and enjoyment in 
genuine objects, arts and crafts. 
Existential Authenticity’s input/drive: Interest in escaping everyday life and mass tourism, 
getting in touch with true self, self- actualization.  
Existential Authenticity’s output/experience: Sense of enjoyment and escape, experience of 
true self in the context of a foreign place, time and culture.” 
Based on the aforementioned literature review (Pine and Gilmore, 2011; Wang, 1999), the 
research proposed twelve hypotheses related to the relationship between the Entertainment, 
Educational, Escapist, and Esthetic experiences and perceived authenticity in the context of 
constructive and existential authenticities: 
H1a: Entertainment experience positively influences constructive authenticity. 
H1b-1: Entertainment experience positively influences intrapersonal existential authenticity. 
H1b-2: Entertainment experience positively influences interpersonal existential authenticity. 
H2a: Educational experience positively influences constructive authenticity. 
H2b-1: Educational experience positively influences intrapersonal existential authenticity. 
H2b-2: Educational experience positively influences interpersonal existential authenticity. 
H3a: Escapist experience positively influences constructive authenticity. 
H3b-1: Escapist experience positively influences intrapersonal existential authenticity. 
H3b-2: Escapist experience positively influences interpersonal existential authenticity. 
H4a: Esthetic experience positively influences constructive authenticity. 
H4b-1: Esthetic experience positively influences intrapersonal existential authenticity. 
H4b-2: Esthetic experience positively influences interpersonal existential authenticity. 
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4.3. Perceived Authenticity and Behavioral Intentions.  
Loyalty as one construct of behavioral intentions is a major outcome of consumer decision-
making. Therefore it is important to analyze factors that lead to visitor positive behavioral intentions. 
Kolar and Zabkar (2010) mentioned that perceived authenticity can be considered as an antecedent of 
tourist behavior. Based on the former studies related to the perceived authenticity as one value that 
tourist perceives and behavioral intentions, this study applies a consumer-based model that uses 
authenticity as a key mediating construct between tourist experience and behavioral intentions. Kolar 
and Zabkar (2010) also raised the issue of the limited study of authenticity and loyalty, regardless of 
the importance of the study of behavioral intentions. Consequently, for further research regarding 
those critical variables, three hypotheses were constructed as follows: 
H5: Constructive authenticity positively influences behavioral intentions. 
H6a: Intrapersonal existential authenticity positively influences behavioral intentions. 
H6b: Interpersonal existential authenticity positively influences behavioral intentions. 
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5. METHODOLOGY 
 
5.1. Measurement and Scale Development 
 
In order to test the hypotheses, we developed measurement items for all the constructs (see 
Appendix). In this section, we will explain the scale development for all the constructs in the order of 
experiences, perceived authenticity, and behavioral intentions after visit. 
 
5.1.1. Heritage folk house stay experience 
 
Initial set of measurement items were derived from literature review in the area of experience 
economy (Pine and Gilmore, 2011; Song et al., 2015; Oh, Fiore, and Jeoung, 2007), constructive 
authenticity (Wang, 1999; Nguyen and Cheung, 2016), existential authenticity (Wang, 1999), and 
customer behavioral intentions (Chen and Tsai, 2007). A total of 34 items using 5-point Likert scale 
(1 for strongly disagree and 5 for strongly agree) to measure heritage folk house stay experience was 
adapted from past literature and modified to fit the context of the study.   
To measure guest experience, 16 items in entertainment, education, esthetic, and escapist 
categories were asked to respondents. For the first experience, entertainment measurement focuses on 
asking about guest’s evaluation on amusement, whether the experience of Gassho house stay is fun, 
enjoyable, entertaining, and interesting (Song, Lee, Park, Hwang, and Reisinger, 2015). Pine and 
Gilmore (2011) classified the category of experiences by the degree of active-passive participation. 
Since entertainment category is within the passively absorb category, two items from Oh, Fiore, and 
Jeoung (2007) were adapted to the study. The adapted items are “Activities of others were amusing to 
watch” and “I really enjoyed watching what others were doing.”  
Second, educational dimension requires the engagement of mind and body (Pine and Gilmore, 
2011). Three items were adapted from Song et al. (2015) to measure guests’ educational experience 
in general and specifically about heritage building such as whether the Gassho house stay experience 
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perceived as highly educational, makes guests more knowledgeable, and allows guests to learn about 
heritage building.  
Third, escapist dimension is on the polar opposite of entertainment dimension. It involves 
actively involved participants’ great immersion that allows them to “not only embark from but also 
voyage to a specific place and activity” (Pine and Gilmore, 2011, p.50). Escapist experience lets people 
have the feeling of becoming something that is different than their ordinary activities or social status.  
Thus, necessary measurement items regarding guest’s experience that makes them have a break from 
daily routine and give a chance to see themselves in a new way are adapted from Song et al. (2015) 
study.  
The forth and the last experiential realm, esthetic experience happens when participants 
immersed themselves in an environment without affecting the environment itself. It is about a passive 
state of being fully affected by the environment (Pine and Gilmore, 2011). Four measurement items 
such as appreciation, attractiveness, and pleasure of Gassho house stay experience and perceived 
harmony between environment and guests were extracted as an adaptation from Song et al. (2015). 
Not to mention, although there are several distinctions between the experiential realms in Experience 
Economy theory, tourism developers could blur the realms boundaries to enhance the experience itself. 
Thus, this study also explores the interactions between four experiential realms in the case of Gassho 
house stay. 
 
5.1.2. Constructive and existential authenticity 
 
Constructive authenticity measurement items were adapted from Nguyen and Cheung (2016) 
study of the effects of heritage motivation and perceived authenticity on satisfaction. Constructive 
authenticity is a symbolic perception which results from interpretations and social constructions 
(Wang, 1999). Therefore, four measurement items that asked about Gassho house representations of 
the originality of local culture were conveyed in the questionnaire. 
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The measurement for existential authenticity was constructed from Wang (1999) study about 
authenticity in tourism experience. Wang justified two different dimensions of existential authenticity.  
First, intrapersonal authenticity that involves one’s bodily feelings such as relaxation, sensual 
pleasures, refreshment, rehabilitation and self-making about finding authentic selves. For this 
dimension, three measurement items were constructed about bodily feelings (e.g. “I feel relaxed and 
refreshed during the stay at Gassho house”) and self-making (e.g. “I discovered new thing about myself 
during the stay at Gassho house”, “I feel better about myself during/after the stay at Gassho house”).  
Second, interpersonal authenticity that is related to the connection between one’s self to the 
others. Five measurement items were composed about family ties (e.g. “I feel ‘home’ during the stay 
at Gassho house”, “I felt strong emotional bonds with the host family during the stay at Gassho house”) 
and touristic communitas (e.g. “I feel togetherness with the other guests during the stay at Gassho 
house”, “I feel harmonies with other people during the stay at Gassho house”, “I do not care about my 
social or occupational status during the stay at Gassho house”). Therefore, 14 measurement items were 
derived from the adaptation of past related literature. 
 
5.1.3. Behavioral Intentions 
 
Since behavioral intentions as a wider perspective of customer loyalty is important for 
business strategy, this study focuses on Gassho house guests’ positive behavioral intentions as the 
consequence of guests’ perceived authenticity.  
Four items were adapted from Chen and Tsai (2007) study about the relationship between 
destination image and behavioral intentions. In this study, behavioral intentions construct items also 
cover the loyalty tendency of heritage tourism in general, not just in Gassho house stay product 
offering. Hence, the statement “I want to stay at heritage folk house accommodation in other places” 
was added alongside with the intentions to revisit, say positive things, and recommend the Gassho 
house stay itself. 
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5.2. Data Collection 
 
5.2.1. Pretest 
 
After the items were finalized, the measurement items in the questionnaire were randomized 
to lessen the bias tendency in answering the questions that were in the same construct. A pretest was 
conducted to 10 people, consisted of 5 people who have the experience of staying at the Gassho house 
and 5 people who have never stayed at the Gassho house. In addition, the selection of pretest 
respondents’ backgrounds was based on the diversity in order to gain wider perspectives and 
suggestions to develop the final questionnaire.  
The purposes of a pretest before launching the questionnaire to real respondents are to make 
sure that all the items are easily understood by the potential respondents in general and to know 
whether the items have given adequate choices for respondent’s answer to explain the experience and 
perceptions that they have. As a result, the author modified and deleted several items that were invalid 
and redundant. 
 
5.2.2. Overview of the Questionnaire Survey 
 
After adjustment from pretest questionnaire, a self-administrated questionnaire survey was 
conducted to both local and overseas tourists specifically who have the experience of staying at Gassho 
house in Ogimachi Village in Shirakawa-go and Ainokura Village in Gokayama.  
Data collection was done using online and offline methods and fully conducted in English 
language. In the online method, potential respondents were people who posted pictures of Gassho 
house stay experience or wrote comments about it. They were contacted through social media 
platforms such as Facebook and Instagram, and travel information platforms such as Tripadvisor and 
Couchsurfing.  
We found that people were more reactive to comments than to private messages in using 
social media platform. The same thing happened with the users of travel information platforms too. 
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Users were not responding enough when they were approached through private message. One of the 
reasons for this was because of the setting of the private message that allows only known people to 
contact the user.  
Posting the survey inquiries on travel forum attracted only a few number of respondents as 
well. This issue could be caused by the lack of personal touch in the message since it was sent to the 
public forum that could be seen by all the members. From this phenomenon, we assumed that potential 
respondents were more aware of personal and public approach such as comments on videos and 
pictures than private and closed approach such as a private message.  
On the other side, the offline survey was performed by distributing the questionnaire papers 
to travelers in Ogimachi and Ainokura on site by traveling there for three nights from May, 18th to 
May, 20th, 2018. To collect the data, the researcher stayed at Gassho house in Ainokura and visited 
Ogimachi by day trips. In Ogimachi, the questionnaire was executed with help from staffs of 
Shirakawa Tourist Information Center while in Ainokura, guests who stayed in the Gassho house were 
asked directly for their voluntary participations in the survey. 
Prior to distribution of offline questionnaire, respondents were asked whether they have the 
experience of staying at Gassho house or not. If they answered no, the questionnaire would not be 
distributed. In online survey, before showing the questions list, the respondents had to answer yes or 
no question regarding the same matter. If the online respondents chose no, then the page would be 
directed to the “thank you” page, bypassed the questions page.  
During data refinement process, nine responses were eliminated from the study due to 
suitability to the requirement for the respondents. As a result of both online and offline survey methods, 
70 responses were collected for data analysis process.  Total responses comprise 15 responses from 
the offline approach (21% of total respondents) and 55 responses from the online approach (79% of 
total respondents). In this case, data collection using online method was more effective than the offline 
method, with respondents from Instagram reached more than 70% of total respondents.  
 
 
27 
 
In the online method, survey participants have more time freedom to fill out the questionnaire, 
thus they were more willing to participate. On the contrary, people who were asked to fill out the 
questionnaire while they were traveling in both places were more difficult to be approached because 
they had limited time to spend in those places.  
The main issue to gain survey participants with offline method was the difficulty to 
distinguish between the Gassho house guests and the visitors. This issue is due to the respondent 
requirement: to answer the questionnaire, the potential respondents must have the experience of 
staying at Gassho house. In addition to that, most of the travelers in both places were doing a day-trip 
only, not staying in the Gassho house. Therefore, online method approach was more effective for data 
collection, despite the platform ethical rules and technology savviness concerns. 
 
Table 2. Respondent’s Demographic Characteristics (N=70) 
COMPOSITION N % 
Gender 
Male 
Female 
 
23 
47 
 
32.9 
67.1 
Age (Years) 
Under 19 
20-29 
30-39 
40-49 
Above 50 
 
1 
22 
32 
11 
4 
 
1.4 
31.4 
45.7 
15.7 
5.7 
Education 
Less than high school 
High school or equivalent 
Undergraduate 
Post-graduate 
 
- 
5 
29 
36 
 
- 
7.1 
41.4 
51.4 
Previously stayed at heritage folk house 
house accommodation 
Yes 
No 
 
 
30 
40 
 
 
42.9 
57.1 
Location of Gassho house 
Ogimachi, Shirakawa-go 
Ainokura, Gokayama 
 
45 
25 
 
64.3 
35.7 
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Table 2 shows that 67.1% of the respondents were female. The majority of the respondents 
were 30-39 years old (45.7%). The highest level of education from most of the respondents were 
undergraduate (41.4%) or post-graduate education (51.4%). We assumed that with high education 
level, the respondents could understand the content of the questionnaire without any difficulties. It 
also revealed that most respondents (57.1%) had stayed at heritage folk house accommodation before 
their stay at Gassho house. Since Ogimachi, Shirakawa-go has the biggest complex of Gassho house 
and relatively easier access among the other 2 villages, staying in Ogimachi was more common 
(64.3%) than in Ainokura and Suganuma. Also, Shirakawa-go was more famous because of its 
advertisement and word-of-mouth effect. 
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6. ANALYSES AND RESULTS 
 
Following the two-step approach in which the theory testing and construct validity were 
estimated prior to structural model testing (Anderson and Gerbing, 1998), as the first step in data 
analysis, exploratory factor analysis (EFA) was conducted to determine load factors and identify the 
relationships strength between measurement items in independent variables and latent variables: 
independent variable is four experiences, and latent variables are perceived authenticity and behavioral 
intentions. In addition, to measure the internal consistency of the relationship between a set of items 
in a group, Cronbach’s alpha scale reliability test was performed. 
As the second step, research hypotheses were tested using structural equation model (SEM) 
to identify structural relationships among four experiences, perceived authenticity, and behavioral 
intentions. Hooper et al. (2008) argued that SEM has become a popular technique in social science 
research to assess the data constructs because of its ability to represent relationships between 
unobserved constructs (latent variables) from observable variables.  
Hair et al. (2006) suggested that convergent validity of EFA results should be validated by 
item reliability, construct reliability (CR), and average variance extracted (AVE). For the model fit, 
this study uses both of absolute fit indices and incremental fit indices to evaluate the consistency of 
model with the data, hence reflects the underlying theory.  
As absolute fit indices, chi-square (χ2) / degree of freedom (df), goodness of fit (GFI), root 
mean square error of approximation (RMSEA) values were used to determine the theory-based 
proposed model fits to the sample data (Hooper et al., 2008). Chi-square statistic (χ2) has a value that 
shows the discrepancy between model and sample covariance (Bajs, 2015). However, using Wheaton 
et al.’s approach, Hooper at al. (2008) and He and Song (2009) suggested the use of relative/normed 
chi-square (χ2 / df) instead of Chi-square statistics due to Chi-square statistic’s sensitivity to the sample 
size. Furthermore, Hooper et al. (2008) emphasized RMSEA, which has a sensitivity to the number of 
estimated parameters, as an important absolute index to estimate the fitness of model to population 
covariance matrix.  
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Different than absolute fit indices, relative fit indices (also called as incremental fit indices) 
use the comparison of chi-square value (Hooper et al., 2008). In addition to χ2 / df and RMSEA as the 
key measurement for assessing goodness of fit, there are other goodness of fit indices in AMOS 
package which is frequently adopted to verify the model fit. GFI is the most commonly used to indicate 
the proportion of the observed covariance and the model-implied covariance (Jöreskog and Sörbom, 
1996). In this study, Incremental fit index (IFI), Tucker-Lewis index (TLI), and comparative fit index 
(CFI) were used to assess the deviation from the null model. IFI, TLI, and CFI that are not sensitive 
to sample size were used as a replacement of Normed-fit index (NFI) that underestimate fit for sample 
less than 200 (Hooper et al. 2008 based on Mulaik et al.’s and Bentler’s findings). In this study, factor 
analysis and reliability test were conducted using IBM SPSS Statistics, while SEM was conducted 
using IBM SPSS AMOS. 
 
6.1. Measurement Model 
 
The selection of variables to be used in the structural model was determined by the definition 
in the prior literature and convergent validity method. Factor analysis as a data reduction method seeks 
underlying latent variables that are indicated in the manifest variables. This study used maximum 
likelihood methods and Varimax orthogonal rotation. 
 Convergent validity of each measurement scale can be inferred if the manifest variable has 
high factor loadings on the same factor and low loadings on other factors (Bajs, 2015). From factor 
analysis, the measurement items of four experiences were divided into 4 factors: entertainment 
experience (ENT), educational experience (EDU), escapist experience (ESC), and esthetic experience 
(EST), while the perceived authenticity were divided into 3 factors: constructive authenticity (CON), 
intrapersonal authenticity (EIA), and interpersonal authenticity (EIR). The number of extracted factors 
was decided to verify the consistency of proposed conceptual model to model result. 
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Based on the factor analysis and reliability tests, 9 items were excluded from the 
measurement.1 Furthermore, one item from existential interpersonal authenticity “I feel 'home' during 
the stay at Gassho house” was changed to existential intrapersonal authenticity. Although Wang (1999) 
mentioned the importance of family ties in interpersonal authenticity which is explained by the word 
‘home’ in the measurement scale, the responses showed that the usage of ‘home’ term was more 
closely related to the personal bodily feelings in intrapersonal authenticity dimension than in 
relationship between individuals in interpersonal authenticity.  
Table 2 shows that all constructs had acceptable values for reliability of multi-item scales: for 
entertainment experience α ENT = 0.84, for educational experience α EDU = 0.84, for escapist 
experience α ESC = 0.74, for esthetic experience α EST = 0.77, for constructive authenticity α CON 
= 0.86, for existential intrapersonal authenticity α EIA = 0.75, for existential interpersonal authenticity 
α EIR = 0.87, and for behavioral intentions α BEH = 0.82. All the proposed measurement items from 
educational experiences and behavioral intentions are used for the final version, resulting in 
Cronbach’s alpha coefficient value 0.836 and 0.815, respectively.  
Joreskog and Sorbom (1996) suggested that the items having a Cronbach’s alpha coefficient 
smaller than 0.3 are unacceptable that they should be excluded for further analysis. This study followed 
Nunually (1978) suggestion to use 0.7 as the minimum criteria for Cronbach’s alpha coefficient. The 
lowest Cronbach’s alpha value was 0.74 for escapist experience factor which surpassed the minimum 
criterion value of 0.7. Therefore, 25 items of 8 factors were extracted as the final items for SEM (For 
the initial measurement item list, see Appendix; for final items see Table 3). 
 
                                                          
1 3 items of entertainment experience factor (the experience of Gassho house stay is fun, enjoyable, and interesting), 1 
item of escapist experience factor (“the experience of Gassho house stay gives me a chance to see myself in a new 
way”), 1 item of esthetic experience factor (“the experience of Gassho house stay allows me to harmonize myself with 
the environment”), 2 items of constructive authenticity factor (“Gassho house is still in use for original purposes” and 
“Gassho house stay experience allows for interaction with local”), 1 item of  existential intrapersonal authenticity factor 
(“I discovered new thing about myself during the stay at Gassho House”), and 1 item of existential interpersonal 
authenticity factor (“I do not care about my social or occupational status during the stay/ I feel no social hierarchy 
during the stay at Gassho house”). 
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Convergent and discriminant validity statistics tests were described in Table 4. Except for 
EST construct, all square root average variance extracted (AVE) and composite reliability (CR) values 
for the multi-item scales exceeded the threshold of  0.5 and 0.7 respectively (Hair et al., 2006), 
denoting that the convergent validity for the measurement model is sufficient. Thus, most factors have 
internal reliability of the measurement model.  
The measurement of esthetic experience (EST) has the lowest factor loading among other 
measurements, implying that the measurement of esthetic experience and that of the other experiences 
is indistinct. The reason for this fact is because the boundaries between experiences realms could be 
blurred to enhance the realness of any experience. Experiences are not always constructed individually, 
most of the experiences are cross-boundaries between the realms, as Pine and Gilmore stated: “the 
richest experiences encompass aspects of all four realms” (Pine and Gilmore, 2011, p.58).  
In Gassho house stay experience, esthetic experience is closely correlated to educational 
experience. This was explained by Pine and Gilmore in the latter experience economy theory that there 
are other six dimensions that emerge from combining four experiences realms. The other combinations 
are edutainment as a combination of education experience and entertainment experience to achieve 
holding attention, eduscapist from education experience and escapist experience that aims for 
changing context, edusthetic from education experience and esthetic experience for fostering 
appreciation, escasthetic from escapist experience and esthetic experience for altering state, 
entersthetic from entertainment experience and esthetic experience for having presence, and 
escatainment from escapist experience and entertainment experience for creating catharsis (2011: 64). 
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Table 3. Results of Exploratory Factor Analyses (EFA) 
Constructs 
Factor 
Loading 
Cronbach's 
alpha Mean 
Standard 
Deviation 
Factor 1: Entertainment Experience (ENT)  0.84   
The experience of Gassho house stay is entertaining 0.72  3.86 1.12 
Activities of others were amusing to watch 0.77  3.63 1.00 
I really enjoyed watching what others were doing 0.72  3.47 1.06 
Factor 2: Educational Experience (EDU)  0.84   
The experience of Gassho house stay makes me 
more knowledgeable 0.85  3.97 0.93 
The experience of Gassho house stay is highly 
educational 0.72  3.79 0.98 
The experience of Gassho house stay allows me to 
learn more about heritage building 0.67  4.33 0.90 
Factor 3: Escapist Experience (ESC)  0.74   
The experience of Gassho house stay allows me to 
forget about my daily routine 0.97  4.11 0.88 
The experience of Gassho house stay allows me to 
have a break from routine 0.51  4.26 0.77 
Factor 4: Esthetic Experience (EST)  0.77   
The experience of Gassho house stay is attractive 0.49  4.33 0.90 
The experience of Gassho house stay is pleasant 0.49  4.56 0.65 
The experience of Gassho house stay is appreciable 0.56  4.47 0.68 
Factor 5: Constructive Authenticity (CON)  0.86   
Gassho house presents the idea of local culture 0.85  4.43 0.81 
Gassho house represents local community 0.62  4.07 0.89 
Gassho house represents local ways of life 0.80  4.14 0.94 
Gassho house stay gives the opportunity to 
experience local culture 0.64  4.61 0.64 
Factor 6: Existential Authenticity - 
Intrapersonal (EIA)  0.75   
I feel relaxed and refreshed during the stay at 
Gassho house 0.50  4.26 0.90 
I feel better about myself during/after the stay at 
Gassho House 0.95  3.71 1.11 
I feel 'home' during the stay at Gassho house 0.48  3.70 1.23 
Factor 7: Existential Authenticity - 
Interpersonal (EIR)  0.87   
I feel strong emotional bonds with the host family 
during the stay at Gassho House 0.61  3.29 1.19 
I feel togetherness with the other guests during the 
stay at Gassho House 0.81  3.23 1.28 
I feel harmonies with other people during the stay 
at Gassho House 0.87  3.36 1.13 
Factor 8: Behavioral Intentions (BEH)  0.82   
I will say positive things about Gassho house stay   4.59 0.63 
I will recommend Gassho house stay to other people   4.63 0.73 
I want to stay at Gassho house again   4.21 1.08 
I want to stay at heritage folk house accommodation 
in other place   4.57 0.77 
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Perceived authenticity was divided into 3 constructs: constructive authenticity, intrapersonal 
authenticity, and interpersonal authenticity. Both intrapersonal and interpersonal authenticities were 
extracted into 2 different factors although based on the theoretical approach by Wang (1999), they 
were grouped together in the same category which is existential authenticity.  
Similar to Wang’s approach, another study by Kolar and Zabkar (2010) classified perceived 
authenticity into 2 categories: object-based authenticity and existential authenticity, without separation 
between intrapersonal and interpersonal authenticities. On the other hand, Yi, Lin, Jin, and Luo (2017) 
explored existential authenticity by using 2 dimensions: intrapersonal and interpersonal authenticities. 
In line with the finding of Yi et al., in Gassho house stay case, based on the results from factor analysis, 
there were distinctions between intrapersonal and interpersonal authenticities. 
 
Table 4. Reliability and Validity for Measurement Model 
  ENT EDU ESC EST CON EIA EIR BEH 
ENT 1.00               
EDU .52** 1.00             
ESC .44** .44** 1.00           
EST .59** .64** .54** 1.00         
CON .61** .62** .48** .55** 1.00       
EIA .57** .50** .66** .64** .51** 1.00     
EIR .56** .53** .32** .48** .55** .57** 1.00   
BEH .46** .64** .42** .71** .58** .59** .41** 1.00 
AVE (SR) 0.74 0.75 0.78 0.51 0.74 0.83 0.94  
CR 0.78 0.79 0.74 0.52 0.82 0.70 0.81  
         
         
**. Correlation is significant at the 0.01 level (2-tailed).    
Notes: AVE (SR)= Average Variance Extracted (Square root), CR = Composite 
Reliability, ENT = Entertainment experience, EDU = Educational experience, ESC 
= Escapist experience, EST = Esthetic experience, CON = Constructive authenticity, 
EIA = Existential intra-personal authenticity, EIR = Existential inter-personal 
authenticity, BEH = Behavioral intentions  
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6.2. Hypotheses Testing 
This study conducted one proposed model for assessing the relationship between four 
experiences, perceived authenticity, and behavioral intentions of Gassho house guests. The correlation 
coefficients were calculated by running a regression in IBM SPSS Statistics and run the model in IBM 
SPSS AMOS. Figure 5 and Table 5 outline the results of the proposed model.  
Figure 5 shows the goodness-of-fit values of the structural model. According to Byrne (2010), 
CFI values greater than 0.9 is an important indicator of goodness-of-fit indices in AMOS output. For 
RMSEA index, Hooper (2008) stated that MacCallum suggested the value range 0.05 to 0.10 as an 
indication of fair fit, with value under 0.08 shows a good fit. The result of this study shows not the 
best fit but still acceptable value of RMSEA (0.086 < 0.10). This matter might be affected by the small 
sample size (N=70). 
 
 
Figure 5. Results of the Proposed Model 
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The values of GFI, IFI, TLI, and CFI range from 0 that indicates a poor fit to 1 that shows a 
perfect fit. The results verified that the structural models fit the data well, with χ2 / df value less than 
3 and IFI, TLI, CFI values more than 0.9 (χ2 / df = 1.52, GFI= 0.90, RMSEA= 0.086, IFI= 0.96, TLI= 
0.91, CFI= 0.95). 
The variance (R2) generally indicates the prediction error or the proportion of variance 
explained by the independent variable. In many cases, R2 is taken to indicate the fitness of the 
regression model to the data (Moksony, 1990). The original model explains the variance in endogenous 
constructs: 52% of the variance of constructive authenticity, 58% of the variance of existential 
intrapersonal authenticity, 39% of the variance of existential interpersonal authenticity, and 58% of 
the variance of behavioral intentions.  
Fornell and Larcker, (1981) argued that to have acceptable reliability, the explained variance 
in the endogenous construct is suggested to be above 40%. Since this study is focused on human 
behavior which has many intervenient variables, the values of R2 of the endogenous constructs 
(constructive authenticity, existential intrapersonal authenticity, and existential interpersonal 
authenticity) were considered as acceptable to demonstrate reliability. 
For the hypotheses test in proposed model (see Figure 5 and Table 5), entertainment 
experience was positively associated with constructive authenticity (βENT→CON = 0.33, t = 3.04, p 
< 0.01), intrapersonal authenticity (βENT→EIA = 0.21, t = 2.08, p < 0.05), and interpersonal 
authenticity (βENT→EIR = 0.36, t = 2.96, p < 0.001) of Gassho house stay. Thus, H1a, H1b-1, and 
H1b-2 were supported.  Educational experience had a significant effect on constructive authenticity 
(βEDU→CON = 0.35, t = 3.07, p < 0.01) and interpersonal authenticity (βEDU→EIR = 0.29, t = 2.27, 
p < 0.05) but not with intrapersonal authenticity (βEDU→EIA = 0.04, t = 0.42, p > 0.05). Therefore, 
H2a and H2b-2 were supported but not with H2b-1.  
Escapist experience and esthetic experience only had significant effects on intrapersonal 
authenticity (βESC→EIA = 0.40, t = 4.17, p < 0.001; βEST→EIA = 0.28, t = 2.42, p < 0.05). The 
effect of escapist and esthetic experience to constructive authenticity (βESC→CON = 0.15, t = 1.45, 
p > 0.05; βEST→CON = 0.06, t = 0.48, p > 0.05) and interpersonal authenticity (βESC→EIR = -0.07, 
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t = -0.06, p > 0.05; βEST→EIR = 0.09, t = 0.62, p > 0.05) is not significant. Thus, H3b-1 and H4b-1 
were supported while H3a, H3b-2, H4a, and H4b-2 were not supported. Furthermore, constructive 
authenticity (βCON→BEH = 0.44, t = 3.58, p < 0.001) and intrapersonal (βEIA→BEH = 0.44, t = 
0.34, p < 0.001), as hypothesized, had high significances to behavioral intentions while interpersonal 
authenticity (βEIR→BEH = -0.04, t = -3.81, p > 0.05) did not have. Thus, H5 and H6a were supported 
and H6b was not supported. In addition, in the proposed model, age as a control variable did not show 
significant effect to behavioral intentions.  
 
Table 5. Results for the Hypotheses Testing 
 Independent Variables  Dependent Variables Significance Results 
        
H1a Entertainment → Constructive Authenticity ** Supported 
H1b-1 Entertainment → Intrapersonal Authenticity * Supported 
H1b-2 Entertainment → Interpersonal Authenticity ** Supported 
H2a Educational → Constructive Authenticity ** Supported 
H2b-1 Educational → Intrapersonal Authenticity - Not supported 
H2b-2 Educational → Interpersonal Authenticity * Supported 
H3a Escapist → Constructive Authenticity - Not supported 
H3b-1 Escapist → Intrapersonal Authenticity ** Supported 
H3b-2 Escapist → Interpersonal Authenticity - Not supported 
H4a Esthetic → Constructive Authenticity - Not supported 
H4b-1 Esthetic → Intrapersonal Authenticity * Supported 
H4b-2 Esthetic → Interpersonal Authenticity - Not supported 
H5 Constructive Authenticity → Behavioral Intentions ** Supported 
H6a Intrapersonal Authenticity → Behavioral Intentions ** Supported 
H6b Interpersonal Authenticity → Behavioral Intentions - Not supported 
 Note: **p< .01, * p<.05. 
 
6.3. Findings from the Analyses 
The study found that in the case of Gassho house stays, constructive authenticity was mainly 
determined by entertainment (βENT→CON = 0.33) and educational experiences (βEDU→CON = 0.35). 
Entertainment (βENT→EIA = 0.36), escapist (βESC→EIA = 0.40), and esthetic (βEST→EIA = 0.28) experiences 
played an essential role in explaining the development of intrapersonal authenticity. Moreover, 
interpersonal authenticity was affected by entertainment (βENT→EIR = 0.36) and educational 
experiences (βEDU→EIR = 0.29).  
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In four realms of experiences, entertainment and educational experiences were key factors to 
determine the perceived authenticity while esthetic experience contributed the least for perceived 
authenticity. It can be implied that guests who stayed at a Gassho house were more engaged with the 
experiences in absorption dimension than that in immersion dimension (refer to Pine and Gilmore 
experience realms figure, 2011, p.46). On the other hand, both of escapist and esthetic experiences do 
not have significant effect on existential authenticity, meaning that guest’s immersion in an experience 
is not correlated to the authenticity of the object. Furthermore, escapist and esthetic experiences have 
a significant effect only on existential intrapersonal authenticity.  
Existential intrapersonal authenticity is influenced by three experiences: entertainment, 
escapist, and esthetic experiences with escapist experience contribute to the most significant influence 
factor. This result is in accordance with experience economy theory that stated: “guests participating 
in escapist experiences not only embark but also voyage to a specific place and activity”. Pine and 
Gilmore also mentioned an example for celebrities who are looking for an escapist experience by 
turning themselves into ordinary folks (Pine and Gilmore, 2011, pp.50- 51). This implies that personal 
feeling of “being” and experiencing the new self are the core value of escapist experience, the same 
with the existential intrapersonal authenticity that was described by Wang (1999). From this 
relationship, it can be assumed that the personal feeling of ‘being’ is more dominant than the 
relationship with other people as conveyed through existential interpersonal authenticity construct. 
Constructive authenticity and intrapersonal authenticity were direct predictors of guest 
behavioral intentions. This result was congruent with Yi et al. (2017) study about the significant effect 
of intrapersonal and insignificant effect of interpersonal authenticities on destination loyalty. This 
finding indicated that guests’ experiences at Gassho house influenced their behavioral intentions 
through perceived authenticity (constructive authenticity and intrapersonal authenticity). 
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7. CONCLUSION AND IMPLICATIONS 
 
7.1. Summary of Findings 
 
Heritage folk house stay as an experiential product has the prospective to lift up the 
competitiveness of a heritage area in heritage tourism context. As an increasingly demanded cultural 
tourism product, heritage folk house stay offers authentic experience which is the core value of 
heritage tourism. However, regardless of the importance of perceived authenticity related to 
experiences in heritage tourism product, there were only a few researches that studied about the 
concept of perceived authenticity and behavioral intentions based on the experience economy theory.  
Prior extensive studies in tourism industry especially in accommodation products mostly 
revolve around perceived value using practical approaches such as a functional value that is related to 
price and service. This study was conducted to answer the gap between the need for deep knowledge 
of consumers’ behavioral intentions and the lack of comprehensive findings from former studies about 
perceived authenticity from consumer’s experiences.  
Considering the need of Japanese government to promote local tourism in order to attract 
more people to live in rural area and enhance local economy, this study examined the effects of 
entertainment, educational, escapist, and esthetic experiences to guest’s behavioral intentions through 
perceived authenticity in Gassho house stay in Shirakawa-go and Gokayama, Japan. The main theories 
that were applied in this study were the experience economy theory by Pine and Gilmore (2011), 
object-related authenticity (constructive authenticity) and activity-related authenticity (existential 
authenticity) in tourism by Wang (1999), and behavioral intentions by Zeithaml, Berry, and 
Parasuraman (1996).  
The results of the study revealed that Gassho house guests’ behavioral intentions is mainly 
influenced by constructive authenticity and existential intrapersonal authenticity. Constructive 
authenticity of Gassho house stay is influenced by entertainment, educational, and escapist experiences 
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while it is not influenced by esthetic experiences. In contrast, existential intrapersonal authenticity is 
affected by entertainment, escapist, and esthetic experiences.  
This study also found that intrapersonal and interpersonal authenticities were divided into two 
different constructs although they are grouped together in existential authenticity. Contrary to 
existential intrapersonal authenticity which has a significant effect on behavioral intentions, 
interpersonal authenticity does not have significant effect on behavioral intentions. This finding 
implies that personal feeling of ‘being’ is more important matter than the relationship with other people 
in predicting behavioral intentions of Gassho house guests.  
This study indicated that entertainment experience has a significant influence on all of the 
authenticity constructs and educational experience affects two of three authenticity constructs. On the 
other hand, escapist and esthetic experiences only have significant impacts on one construct, 
existential intrapersonal authenticity. This implied that in Gassho house stay, the guests are more 
engaged with the experiences that in the absorption dimension than that in immersion dimension. 
 
7.2. Academic Implications 
 
As for the academic implication, the result of this study enhances Pine and Gilmore’s 
Experience Economy Theory (2011) within the context of heritage folk house stay in heritage tourism 
industry in Japan. This study also enriches existing literature by demonstrating that perceived 
authenticity can be empirically applied to analyze four realms of experiences and as a predictor for 
behavioral intentions. It could be complementary of Song et al.’s study (2015), Kolar and Zabkar’s 
research (2010), and Yi et al.’s exploration (2017) regarding the relationship between experiences, 
perceived authenticity, and behavioral intentions in tourism industry.  
According to Song et al. (2015), entertainment and escapist experiences were key predictors 
of functional and emotional values while educational experience only affected functional value and 
esthetic experience only affected emotional value. In line with their study, this study provides 
supplementary knowledge of experience economy theory from different constructs of perceived value, 
namely perceived authenticity. Both of the studies show that entertainment experience has an 
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important role for perceived value in temple stay and heritage folk house stay. It can be inferred that 
guests prefer to passively absorb the experience in these two kinds of accommodations. As Pine and 
Gilmore (2011, p.47) claimed, “entertainment is not only one of the oldest form of experience but also 
one of the most developed, the most commonplace and familiar”. Thus, entertainment experience can 
be taken as one of the most important factors in experience economy theory.  
Thus, conducting found that intrapersonal authenticity held a substantial influence on 
destination loyalty while interpersonal authenticity had insignificant influence. This finding is 
consistent with the result of studies about object-related and activity-related authenticities in tourism 
experience (Wang, 1999; Kolar and Zabkar 2010; Yi et al. ,2017) in which intrapersonal authenticity 
played the most important role in existential authenticity to predict the behavioral intentions of the 
consumer.  
Finally, the result of the study empirically demonstrated that four realms of experiences are a 
relevant conceptual framework to predict guests’ behavioral intentions through three constructs of 
perceived authenticity as mediator. The significant influence of perceived authenticity to behavioral 
intentions signifies that experience programs as product offerings and settings of heritage folk house 
stay has impacts on behavioral intentions. 
 
7.3. Practical Implications 
 
The implication of this study can be utilized by both parties in heritage folk house 
accommodation service: the service providers and the consumers themselves. The service providers 
in this study are the heritage folk house hosts or government who develops the tourism products. With 
the findings of this study, both of them could understand more about the specific needs of their 
consumers and how to allocate their resources effectively to improve their services efficiently. The 
finding of this study reveals that entertainment and educational experiences have the most impact on 
three constructs of authenticities. Therefore, the service providers could focus on and put more efforts 
in providing those experiences.  
42 
 
For example, the hosts could arrange a program in a way of passive and active absorption for 
experience engagement such as a show performance, a short course for cooking local cuisine, or 
workshop for making a local craft. It is also possible to combine those two experiences as an 
edutainment program as Pine and Gilmore mentioned (2011). During the survey, one respondent 
commented about his experience at Gassho house: “That will be great if the owner can provide foreign 
language background material, pointers on culture or architecture, suggest two-night stay to enable 
more intercultural experience, and tourist info staff/volunteers to organize say half-hour quick tours 
for tourists”. This statement is one proof of the tourist’s real need of experience enhancement at Gassho 
house.  
Since the result shows a significant influence of existential intrapersonal authenticity to 
behavioral intentions, managers could enhance the guest experience by facilitating ‘self-searching’ 
program within the heritage object itself and treats the guests with personal customization approach 
as Pine and Gilmore suggested (Pine and Gilmore 2007, 2011). By providing this kind of program, 
Gassho house stay could give better experiences for consumers and the managers could sustain their 
businesses in the future which will contribute to local economic growth in the bigger picture. For the 
consumers, this study could give them better insights about potential outcomes that they will get from 
staying at the heritage folk house.  
 
7.4. Limitations and Future Research 
 
Although the result provides some insightful academic and practical implications, this study 
has several limitations like other research. First, the findings might be applicable for assessing 
accommodation service in heritage tourism industry but could be irrelevant to other types of industry. 
Therefore, a study using the same framework in other sectors might enrich the knowledge of consumer 
experience and behaviors.  
Second, favorable behavior intentions can be emerged in the bigger scope of product offerings 
such as seeing the ‘heritage folk house accommodation’ as the product offering instead of ‘Gassho 
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house’ as shown in the fourth item for behavioral intentions construct (“I want to stay at heritage folk 
house accommodation in other places”). Further study could explore the behavioral intentions of past 
experience as the initial motivation for other product offerings.  
Third, there is a limitation of factors to explain the existential authenticity due to the 
complexity of human perception that is formed by the cultural differences, locations, personal 
preferences, and many other things. Other study focusing on these factors that formed the existential 
authenticity could also be conducted to provide a deeper understanding of authenticity literature.  
Fourth and finally, since the sample size for this study is relatively small (N=70), future study 
can be conducted with a bigger sample size to have a higher reliability. Also, other studies could 
demonstrate wider perspective and more insights by doing surveys in other places that have Gassho 
house as accommodation but not in a popular tourism setting like Ogimachi in Shirakawa-go and 
Ainokura in Gokayama that are listed on world heritage sites. To achieve deeper insights about guest 
experience, qualitative research is encouraged for the future study. 
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APPENDIX 
 
Constructs Indicators 
Entertainment experience The experience of Gassho house stay is fun 
(ENT) The experience of Gassho house stay is enjoyable 
 The experience of Gassho house stay is entertaining 
 The experience of Gassho house stay is interesting 
 Activities of others were amusing to watch 
 I really enjoyed watching what others were doing 
Educational experience The experience of Gassho house stay makes me more knowledgeable 
(EDU) The experience of Gassho house stay is highly educational 
 The experience of Gassho house stay allows me to learn more about heritage building 
Escapist experience The experience of Gassho house stay allows me to forget about my daily routine 
(ESC) The experience of Gassho house stay allows me to have a break from routine 
 The experience of Gassho house stay gives me a chance to see myself in a new way 
Esthetic experience The experience of Gassho house stay is attractive 
(EST) The experience of Gassho house stay is pleasant 
 The experience of Gassho house stay is appreciable 
 The experience of Gassho house stay allows me to harmonize myself with the 
environment  
Constructive authenticity Gassho house presents the idea of local culture 
(CON) Gassho house is still in use for original purposes 
 Gassho house represents local community 
 Gassho house represents local ways of life 
 Gassho house stay experience allows for interaction with local 
 Gassho house stay gives the opportunity to experience local culture 
Existential authenticity I feel relaxed and refreshed during the stay at Gassho house 
- intrapersonal (EIA) I discovered new thing about myself during the stay at Gassho House 
 I feel better about myself during/after the stay at Gassho House 
Existential authenticity  I feel 'home' during the stay at Gassho house 
- interpersonal (EIR) I feel strong emotional bonds with the host family during the stay at Gassho House 
 I feel togetherness with the other guests during the stay at Gassho House 
 I feel harmonies with other people during the stay at Gassho House 
 I do not care about my social or occupational status during the stay 
 / I feel no social hierarchy during the stay at Gassho House 
Behavioral intentions I will say positive things about Gassho house stay 
(BEH) I will recommend Gassho house stay to other people 
 I want to stay at Gassho house again 
  I want to stay at heritage folk house accommodation in other places 
 
